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[bookmark: _Toc500425787]Executive Summary
The Bar will be a unique gathering place in the suburbs of Palm Beach County.  By providing exemplary service (think of the character Norm from Cheers as he’s warmly greeted each day after work), a vast selection of beer and wines and award winning food in a relaxed comfortable setting, the BAR will be the premier bar that ‘the locals’ go to in suburban Palm Beach County. 
The success of the bar is in its owners – with collectively 30+ years experience in the restaurant and bar industry.  They are committed to making this operation a successful one.  Employees have been hand selected and share the same views as the owners, that is, keeping the customer happy assures repeat business.  
The BAR has plans to initially capture 2% market share or $334,000 of the $16.7 million of the local market by fiscal Year One, and an additional 2.3% and 2.53% for Years Two and Three respectively.  The BAR will accomplish this through a concerted advertising and marketing campaign, reliance on signage and primarily by word of mouth.  Located at a major intersection in Palm Beach County, the site is located in a neighborhood retail centered anchored by a Winn Dixie grocery store.  With average traffic counts of 42,000 daily, the site was primarily selected because of its location, the local demographics surrounding the site and reasonable rental rates.     
[bookmark: _Toc261770656][bookmark: _Toc331617404][bookmark: _Toc500422429][bookmark: _Toc500422481][bookmark: _Toc500422553][bookmark: _Toc500425788]Business Objectives
The BAR will be a newly established bar and grill located in West Palm Beach, Florida.  The bar will cater to office workers and tourists during the day, and at night, the bar will cater to local patrons coming home from work for some relaxation.  The bar will provide a top notch menu featuring traditional bar fare along with fine food offerings.  On weekends the BAR will feature live music including acoustical guitar and small jazz venues.  
The BAR’s primary goal is capture 2% of the local $16.7 million bar and nightclub market by the end of calendar year one.   
The BAR plans to generate a profit within the first 24 months of operations and repayment of all financial obligations within the first 5 years of operations.
The bar will accomplish these goals by holding itself apart from competition as a true neighborhood bar, offering a vast selection of beer and wine, by providing fine cuisine in addition to standard bar fare, all  in a relaxing environment designed to make patrons return.  

[bookmark: _Toc261770657][bookmark: _Toc331617405][bookmark: _Toc500422430][bookmark: _Toc500422482][bookmark: _Toc500422554][bookmark: _Toc500425789]Mission Statement
The BAR will provide a comfortable place for locals to come and gather for relaxation, striving to be the bar of choice for the locals in the Cresthaven neighborhood and suburban West Palm Beach.  The BAR will be known as the “Cheers Bar” – where everybody knows your name and the business will do this by: providing a relaxed atmosphere encouraging patrons to unwind --specifically targeting professionals between the ages of 30 and 65 making $50,000 annually.     The BAR is based on the guiding principles that life is to be enjoyed and this is reflected in its vast selection of beverages, its delicious food offerings and the professional team members.  The BAR wants to be synonymous with country singer Toby Keith’s song “I Love This Bar”. 

[bookmark: _Toc331617406][bookmark: _Toc500422431][bookmark: _Toc500422483][bookmark: _Toc500422555][bookmark: _Toc500425790]Guiding Principles
The BAR’s philosophy is simple:  enjoy life and treat others as you’d want to be treated.  These sound principles apply to all life’s situations, both personal and professional.  At the BAR, these principles are applied to management, employees, customers and suppliers alike.  

Life is to be enjoyed!   BAR employees love their jobs and their customers! This is not only reflected in the outstanding service – it is because management personally culls and trains each employee putting them in the position that is ideally suited for them.  

Integrity – In the spirit of all great bartenders, treat each customer with utmost respect and professionalism.  The BAR bartenders and wait staff are trained to act professionally in all situations.  If a regular patron happens to become disorderly say after a particularly stressful day, the BAR’s staff is trained to promptly and discreetly order a cab for these individuals.  No one wants to work with drunken and disorderly individuals and the patrons do not want to be known as such either.

[bookmark: _Toc500422432][bookmark: _Toc500422484][bookmark: _Toc500422556][bookmark: _Toc500425791]Keys to Success
The BAR’s key to success will be based on:
· Outstanding customer services – the BAR’s goal is be the place “where everyone knows your name”. All team members are hand selected and love what they what do.
· Customer Satisfaction – By providing a quiet and relaxed environment, where friends can meet and unwind and relax.  
· Provide a vast offering of specialty beer and wine offerings – catering to the public’s increased requirement for variety and sophistication in alcoholic beverages.  

[bookmark: _Toc500422433][bookmark: _Toc500422485][bookmark: _Toc500422557][bookmark: _Toc500425792]Anticipated Challenges and Planned Responses:
· The Bar will not have a perfect transition with immediate and heavy business into the smoothie market . Some factors with which management will have to deal with are competition with Jamba Juice , executing the intended idea of The Bar, and successful advertising to our target market.
· Jamba Juice clearly has the market for healthy smoothies in Rexburg, Idaho. Jamba Juice is part of a successful, national, franchise and has its brand, idea, and quality smoothies well known throughout the country. This factor alone makes opening another smoothie shop daunting. However, we have found an edge that will separate us for Jamba Juice and therefore, make us marketable to specific target population. Jamba Juice is an in-and-out smoothie shop with a wide target audience. Rexburg has very few places for college students to network, therefore The Bar will be a social destination for our college-aged, target audience. By having a comparable quality smoothie and a contrasting service objective, we will create an edge to separate us from Jamba Juice.
· Initiating the purpose of The Bar at its inception will be a challenge. There are no services in Rexburg designed for the mere relaxing and social enjoyment of the customer. Therefore, we intend to communicate the intended use of The Bar by hosting “Smoothie Parties” the first quarter of our business. By so doing, we will build our customer base and draw customer loyalty.Lastly, building an initial customer base may be a challenge. The Bars’ “Smoothie Parties” will be our most effective marketing strategy. Beyond that, our team will create an effective advertising strategy to attract our target audience. Advertising will focus on singles apartment units and areas in town with heavy college-aged traffic such as Walmart and Broulims.
· The implementation of these responses to our anticipated challenges will create a smooth introduction into the smoothie market and enable us to create a trendy, social location for college students to enjoy smoothies and socialize.
[bookmark: _Toc500422434][bookmark: _Toc500422486][bookmark: _Toc500422558][bookmark: _Toc500425793]Marketing and Operations Section
[bookmark: _Toc500422435][bookmark: _Toc500422487][bookmark: _Toc500422559][bookmark: _Toc500425794]Target Market:
The Bar intends to pursue the BYU-Idaho student population as its target market. The ambiance of The Bar will make it enticing to all Rexburg residents, families included, but will focus on college students in need of “a taste of paradise” in the Rexburg Iceland.
Demographics Our customers will be residents of Rexburg, Idaho, a small town of 13.5 square miles with a growing population of 27,000. The map of Rexburg, pictured below, displays the approximate geographic region from which our customers will come.
[bookmark: _Toc500422436][bookmark: _Toc500422488][bookmark: _Toc500422560][bookmark: _Toc500425795]Customer Needs
· The following are the needs of our customers that The Bar will address:
· Low cost quality product
· Gathering place for friends
· Late night service
· Comfortable setting
· Fast service
· Convenient location close to campus
· The Bar will meet 71% of our customer’s needs.
[bookmark: _Toc500422437][bookmark: _Toc500422489][bookmark: _Toc500422561][bookmark: _Toc500425796]Strength:
Our strength as a company is, excellent and detailed customer service. Wide range of assorted drinks, beverages, tobaccos and food. Excellent facility, excellent ambience and perfect location for a bar in metropolitan city like Los Angles.
[bookmark: _Toc500422438][bookmark: _Toc500422490][bookmark: _Toc500422562][bookmark: _Toc500425797]Weakness:
Our perceived weakness could be that we are new business, and we may not have the financial muscle to sustain the kind of publicity we want to give our business.
[bookmark: _Toc500422439][bookmark: _Toc500422491][bookmark: _Toc500422563][bookmark: _Toc500425798]Opportunities:
There are unlimited business opportunities available to bar businesses in busy cities like Los Angeles; Los Angeles is one of the cities in the world where social life is at its peak. Another opportunity that we stand to leverage on is the fact that we can easily order any brand or beer and drinks directly from the manufacturer with little or no stress.
[bookmark: _Toc500422440][bookmark: _Toc500422492][bookmark: _Toc500422564][bookmark: _Toc500425799]Threat:
One of the threats that are likely going to confront us is the government policies, downturn in the economy which is likely going to affect sales and perhaps the emergence of new bars (competitors) within the same location where our bar is located.
[bookmark: _Toc500422441][bookmark: _Toc500422493][bookmark: _Toc500422565][bookmark: _Toc500425800]Target Market
We have done our feasibility studies, market survey and drafted out our juice & sports bar marketing plan. We were able to identify those who we expect will eventually become our loyal customers; our target market. Below is our target market;
· Corporate Executives
· Business People
· Sports Men and Women
· Government Officials
· College Students
· Tourists
[bookmark: _Toc500422442][bookmark: _Toc500422494][bookmark: _Toc500422566][bookmark: _Toc500425801]Goals
[bookmark: _Toc500422443][bookmark: _Toc500422495][bookmark: _Toc500422567][bookmark: _Toc500425802]Short-Term Goals
· Produce 1,750 cases of wine in Year 1
· Produce five different varieties of wine in Year 1 of operation
· Attract individuals of the millennial generation to the winery which are 21 years and older
· Begin building a state-of-the-art processing, fermentation, and storage facility in January 2009
· Hire a experienced winemaker to help at the winery in Augusta 2009
[bookmark: _Toc500422444][bookmark: _Toc500422496][bookmark: _Toc500422568][bookmark: _Toc500425803]Intermediate-Term Goals
· Create and host an annual 5K Wine Run with the Augusta County Track Club starting in 2011
· which takes place at the winery
· Achieve at least $175,000 in retail wine sales in Year 3 of operation
· Host 30 special events (business meetings and weddings) at the winery starting in Year 3 of operation Produce 2,200 cases of wine by Year 4 of operation Create and promote a weekend package of wine tasting and camping at the George Washington
· National Forest by Year 4 Host 2 profitable festivals at the winery in Year 4 of operation
· Become a board member of the Virginia Wineries Association by Year 5
[bookmark: _Toc500422445][bookmark: _Toc500422497][bookmark: _Toc500422569][bookmark: _Toc500425804]Long-Term Goals
· Have an attendance of over 300 people at the 5K Wine Run by 2014
· Attract over 150 customers per festival by 2014
· Have a wine club membership of 400 clients by 2016
· Become an executive member of the Virginia Wineries Association to help promote the wellbeing of the wine industry by Year 8 of operation
[bookmark: _Toc500422446][bookmark: _Toc500422498][bookmark: _Toc500422570][bookmark: _Toc500425805]Pricing Strategy:
· The Bar’s pricing strategy is comparable to that of our competitors in the geographic region.
· However, The Bar’s appearance and ambiance will be more elaborate than the local competitors.
· In addition, The Bar’s close proximity to campus will save students an extra tip into town.The promotional strategies will apply to all customers as management expects The Bar to be a popular destination for dates, hang-outs, and family outings. Another aspect of the pricing strategy is the cost of smoothies based on the size of the smoothie. The sizes and costs will be the following: small $2.75, medium $3.25, and large $4.00. Management intends to encourage customers to increase their orders from small to medium by having a small cost differential between small and medium drinks in comparison with a large cost differential between medium and large drinks.

[bookmark: _Toc500422447][bookmark: _Toc500422499][bookmark: _Toc500422571][bookmark: _Toc500425806]Advertising Campaign
The Bar’s transition into the market is foreseeably tough. As an unknown restaurant, management will need a strong advertising and marketing campaign to build a strong consumer base. Naturally the advertising campaign will target the student market: campus and local newspapers, ads in theaters before movies, and ads on various radio stations will help attract our market. In addition, a full-page color ad in the BYU-Idaho Scroll is $750, with a half page $550, and a quarter page at $350. By advertising in the Scroll, management plans to place coupons with wording similar to the following: “Present this coupon to receive 10% on any one purchase at The Bar.” Management will also publish ads in the local newspapers. Posting fliers door to door, ad posters around town, as well as highway billboards. Making our presents felt at formal and informal social gatherings.

[bookmark: _Toc500422448][bookmark: _Toc500422500][bookmark: _Toc500422572][bookmark: _Toc500425807]Market Analysis
Define your market strategies by first preparing a market analysis. You will need to break down your target consumer into her component demographics, and then conduct market research to find out where she is and what will win her patronage.
Identify and describe your market competitors and their business strategies, particularly how successful (or unsuccessful) they are at attracting your target bar patrons and why. Survey each competitor to determine its approximate number of patrons, traffic on a given night and what consumer type is attracted to its bar environment. Use this information to find the best strategy to attract your target consumer. Contrast your strategy with your competitors' strategies to determine how it will succeed where theirs fall flat.
[bookmark: _Toc500422449][bookmark: _Toc500422501][bookmark: _Toc500422573][bookmark: _Toc500425808]Service or Product Line
Cover product development, market development and organizational development in the design and development section of your business plan, as you would with any business concept. In this section you will find it beneficial to reiterate how your “value proposition” (what you are really selling the customer) will make your business a success. For example, your customer will be regularly coming to your bar because you offer relaxation, excitement, fun, sensuality, romance, seclusion or escape from the mundane.

[bookmark: _Toc500422450][bookmark: _Toc500422502][bookmark: _Toc500422574][bookmark: _Toc500425809]Organization and Management
Detail your operations strategies in the business plan's next section, remembering to highlight any operational advantages you might have over your competition (liquor discounts, networks or economies of scale, for example).

[bookmark: _Toc500422452][bookmark: _Toc500422504][bookmark: _Toc500422576][bookmark: _Toc500425810]SWOT Analysis for Virginia’s Winery
The following is a SWOT analysis of how Virginia’s winery compares to other direct and indirect competitors in the same area.
[bookmark: _Toc500422453][bookmark: _Toc500422505][bookmark: _Toc500422577][bookmark: _Toc500425811]Strengths
Location: Located along Route 42 which has a traffic count of 1700 automobiles per day
New Reputation: customers willing to try new products from Virginia’s winery
Target Market: targeting younger generation of wine drinkers
Winemaker has 10 years of experience working at established winery in California
[bookmark: _Toc500422454][bookmark: _Toc500422506][bookmark: _Toc500422578][bookmark: _Toc500425812]Weaknesses
Brand awareness: customers unaware of winery and wine products offered
Owner has no experience of owning and operating a winery
Price points are at higher end of competitor’s ranges due to the quality of wine produced
[bookmark: _Toc500422455][bookmark: _Toc500422507][bookmark: _Toc500422579][bookmark: _Toc500425813]Opportunities
Open a restaurant at the winery to attract new customers
Offer more wine festivals on site which appeal to target market
Addition of new varieties of wine into product mix
[bookmark: _Toc500422456][bookmark: _Toc500422508][bookmark: _Toc500422580][bookmark: _Toc500425814]Threats
Regulations on self-distribution and land use
Other competitors entering Augusta and Rockingham County
Rising costs of inputs (grapes and packaging goods) used to produce and package wine
[bookmark: _Toc500422457][bookmark: _Toc500422509][bookmark: _Toc500422581][bookmark: _Toc500425815]Quality Assessment 
Approved businesses will receive an independent assessment advisory visit and
subsequent report, that provides an indication of where your business is, relative to the required standards;
[bookmark: _Toc500422451][bookmark: _Toc500422503][bookmark: _Toc500422575][bookmark: _Toc500425816]Financial Projections
Base your business plan's financial section on solid, verifiable data, and include the original sources of the data in your appendices.
[bookmark: _Toc500425817]Legal Organization of the Winery
Virginia’s Winery has decided to establish as a limited liability company because it allows William and Wendy Vine to establish the winery as a separate entity. The LLC will offer the owners a limit on the personal liability they incur through the business and profits (losses) will flow through their personal federal and state tax
forms. William and Wendy will be the sole owners of the winery.

[bookmark: _Toc500422459][bookmark: _Toc500422511][bookmark: _Toc500422583][bookmark: _Toc500425818]Determining Start-Up Capital
1. Create a Budget. The first step in determining the amount of capital you need to start a business is to create a budget. ...
2. Initial Start-up Costs. ...
3. Fixed Costs. ...
4. Variable Costs. ...
5. Critical or Optional Expenses. ...
6. Determining Capital Requirements.

[bookmark: _Toc500422460][bookmark: _Toc500422512][bookmark: _Toc500422584][bookmark: _Toc500425819]Cash Flow
Cash flow is the money that is moving (flowing) in and out of your business in a month. Although it does seem sometimes that cash flow only goes one way - out of the business - it does flow both ways. 
· Cash is coming in from customers or clients who are buying your products or services. If customers don't pay at time of purchase, some of your cash flow is coming from collections of accounts receivable.
 
· Cash is going out of your business in the form of payments for expenses, like rent or a mortgage, in monthly loan payments, and in payments for taxes and other accounts payable.
[bookmark: _Toc500422464][bookmark: _Toc500422516][bookmark: _Toc500422588][bookmark: _Toc500425820]Milestones
Milestones are tools used in project management to mark specific points along a project timeline. These points may signal anchors such as a project start and end date, a need for external review or input and budget checks, among others. In many instances, milestones do not impact project duration. Instead, they focus on major progress points that must be reached to achieve success
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The profit and loss statement, commonly referred to as the income statement, is one of three financial statements every public company issues quarterly and annually, along with the balance sheet and the cash flow statement. The income statement, like the cash flow statement, shows changes in accounts over a set period of time. The balance sheet, on the other hand, is a snapshot, showing what is owned and owed at a single moment. It is important to compare the income statement with the cash flow statement, since under the accrual method of accounting, revenues and expenses can be logged before cash actually changes hands. 
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Virginia’s winery contacted a Wine Insurance Agency to get the following quotes for insurance premiums to
own and operate a new winery. We worked closely with the agent to get the proper amount of insurance
needed for our winery. The following chart lists the insurance type and annual premiums.
Yearly Insurance Premiums
Type of Insurance Annual Premiums
Property $ 2,000.00
Liability $ 1,000.00
Auto $ 500.00
Special Events $ 1,000.00
Key Person $ 700.00
Umbrella $ 1,000.00
Health Insurance $ 2,000.00
Total Cost $ 8,200.00
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Sales Forecasting. Sales forecasting is the process ofestimating future sales. Accurate sales forecasts enable companies to make informed business decisions and predict short-term and long-term performance. Companies can base their forecasts on past sales data, industry-wide comparisons, and economic trends
[bookmark: _Toc500422466][bookmark: _Toc500422518][bookmark: _Toc500422590][bookmark: _Toc500425824]Licenses, Taxes & Fees
The following charts provide information on the taxes which occur on the sale of wine at the state and federal level. 
Sales Tax 5 % (4% state tax and 1% local tax)
Other Taxes Wine Sold through a state store $ 0.02565/gallon
(If under 4% or over 14%)
[bookmark: _Toc500422465][bookmark: _Toc500422517][bookmark: _Toc500422589][bookmark: _Toc500425825]Certification
Certificates and stickers are supplied to all approved businesses and are recognised symbols
of quality. Approved businesses are eligible to use the term “Approved to Fáilte Ireland Standards” in addition
to the Quality Assurance logo in both print and online promotional materials;
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